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FOREWORD

o0

The off-grid solar industry is delivering tremendous
impact for millions of people in low and middle-income
countries. Pay-as-you-go (PAYGo) technology and asset
financing models have increased the affordability

of life-changing off-grid technology for low-income
households and small enterprises, but they also
introduce product, finance, and service risks for
financially vulnerable people.

Data from GOGLA's PAYGo PERFORM Monitor shows
that too many people are not getting the value they
need and deserve from their off-grid solar products. For
every customer who repays slowly - or not at all - the
positive impact on their quality of life and livelihood
decreases and reduces confidence in the products,
services, and industry.

A cross-section of large and small companies shows
that some business leaders have taken steps to
advance consumer protection and improve credit

risk management practices, resulting in better

product adoption and performance. However, there
remains a wide gap in the application and efficacy of
consumer protection standards as drivers of consumer
satisfaction and business performance. The sector
needs a step change to achieve the level of consumer
protection required for better consumer outcomes.
GOGLA is committed to working with our member
companies, investors, and donors to drive up that
standard. This report shines a light on the performance
and improvement areas for the industry. | encourage
you to read, share, and work with us on this agenda.

*9

Sarah Malm, GOGLA Executive Director

This report was written by the team at MFR, with support of
Rebecca Rhodes and Puck van Basten at GOGLA.

We are very grateful for the support of FMO, DOEN Founda-
tion, British International Investment (Bll+) and Cygnum Capi-
tal who have been instrumental in enabling the development
of the GOGLA Consumer Protection Code (CP Code) and
associated tools, resources and services for the sector. Thank
you to the companies (and supporting investors) who under-
took the Consumer Protection Third-Party Assessments, for
sharing their experiences and making this research possible.
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EXECUTIVE SUMMARY

The GOGLA Consumer Protection Code (CP Code) is the de facto standard for
safeguarding and protecting the rights of consumers in the off-grid solar sector. It
provides a framework for positive and long-lasting impact. Good standards of consumer
protection minimise the financial, product and service risk for customers using off-grid
solar energy products and productive use appliances. When customers are protected
and their experience with the product and service is positive, businesses (and their
investors) benefit too.

The Consumer Protection Code was introduced to help companies measure, monitor
and improve their performance and customer experiences in 2018. Companies can
assess and track their progress against six Principles and 37 Indicators using a self-
assessment tool, or by engaging in a Third-Party Assessment delivered by ratings
agency, MFR. The Third-Party Assessment service is designed to provide companies and
investors a robust and objective way of understanding the level of risk and defining a
clear action plan for improvement where needed.

More than ten Third-Party Assessments have now been completed with off-grid solar
companies across Africa - in Kenya, Nigeria, Sierra Leone, Benin, and Tanzania. The
companies, and in some cases, the investors that supported them, have demonstrated
leadership and maturity by prioritising consumer protection within business operations
and through the willingness to improve. The Third-Party Assessments have revealed
strengths as well as opportunities for improvement. A summary of the findings is shown
in Table 1.

For companies, Third-Party Assessments help identify good practices and define
actionable recommendations that companies can put in place to enhance consumer
protection - and by extension, business outcomes. For investors, benefit is gained from
the identification and management of consumer protection risks across a portfolio - an
assessment can be used to strengthen due diligence, support monitoring of current
investees, or as part of a technical assistance program.

Recent data shows that customers who have a worse experience in key areas covered

by the Consumer Protection Code are more likely to default’. As the industry matures

and focus shifts to scale through quality sales, the importance of consumer protection

is clear - companies are called upon to ensure practices continue to improve, and
investors and other funders must provide the support required to make and sustain the

improvements.

In the near future, the introduction of a rating scheme in addition to the current Third-

Party Assessment is deemed valuable in order to produce an accurate and concise rating

grade for companies and investors.

Table 1: Summary of Good Practice and Areas for Improvement in Consumer Protection

o Companies Installation Customers Product Customers
= sell only is performed have access warranty receive a
= quality verified by trained to flexible and periods at product user
v products technicians fair support least match manual and
2 when needed to resolve repayment instructions on
o repayment plans how to use their
a issues product
Consumers Staff and Light-touch The Consumer No systems
are not well agents are not and ability-to- Protection solution for
informed about well trained pay assessment Principles are ‘Back Up Service
out of warranty on assessing without not widely Providers’ exists
repair and customer four-eyes' check promoted or (yet)
disposal options ability-to-pay trained to staff
and financial
vulnerability

1  See ‘Falling Behind: Defaulted Customers” by 60 Decibels, 2025.






STRENGTHENING CONSUMER PROTECTION THROUGH
THIRD-PARTY ASSESSMENT

GOGLA leads the implementation of the Consumer
Protection Code (CP Code) to help safeguard positive
industry impact and respect the rights of consumers in the
off-grid solar sector. The CP Code outlines the minimum
standard that off-grid solar consumers should expect from
their provider and includes a comprehensive assessment
framework for companies (see Annex 1).

The six Consumer Protection Principles, complemented by
an overarching Principle (Governance and Management) set
the minimum standards of practice, and are the foundation

of the CP Code. The Principles have been defined by GOGLA's

Consumer Protection Working Group, with contributions

from companies, investors and other stakeholders.

TRANSPARENCY

FAIR AND
RESPECTFUL
TREATMENT

PERSONAL
DATA PRIVACY

RESPONSIBLE
SALES AND
PRICING

GOOD
COSTUMER
SERVICE

GOOD PRODUCT
QUALITY

Figure 1 The Consumer Protection Principles

The Assessment Framework gives companies the tools

to measure, monitor and report performance against the
Consumer Protection Principles, and includes services

that enable companies and their investors to validate and
verify company performance and practices, with a focus on
continuous improvement.

GOGLA has accredited the rating agency MFR to conduct
Third-Party Assessments of off-grid solar companies’

implementation of GOGLA's consumer protection
standards. As part of the Third-Party Consumer Protection
methodology, MFR visits the company (head office and
shops), interviews BoD, management, staff and agents,
conducts Focus Group Discussions with customers, and
reviews the policies and implementation in practice. The
outcome consists of a detailed assessment of strengths
and weaknesses by CP Indicator, with recommendations
on actions to further improve the implementation of good
consumer protection. Nine third-party assessments have
been conducted to date, and their aggregate findings are
presented in this report. The following sections also include
some of the most interesting customer feedback, collected
during the Focus Group Discussions with customers
performed as part of the third-party assessments.



Figure 2 The Consumer Protection Commitment and Assessment Framework

A Commitment to the
Consumer Protection Code
signifies that the solar off-grid
company strives to achieve
the Consumer Protection
Principles in its treatment of
consumers. The Principles
are the minimum standards
of practice consumers should
expect from the company.

Lean Data Consumer
Protection surveys

Self-
Assessment

+  Company led using the
CP Code self-assessment
tool and indicators.

. Provides an overview
of major strengths and
weaknesses.

* Annual review is

recommended.

Delivered by 60 Decibels.

*  Accredited Service

Third-Party
Assessment

Provider: MFR

* Results include in-depth

analysis and a more
detailed narrative report
and action plan.

*  Results valid for 3 years
from date of assessment.

Rich insights and validation from customers, and provides
companies with a 60 Decibels Consumer Protection Score.

Future plans to develop the
third-party assessment into a
rating scheme for companies.

Increasing insights.
Greater
demonstration of
performance.
Higher costs.

CP
Assessment
Framework

JOSEPH MUGERA,
HEAD OF CREDIT PROCESSES,
CORPORATE RISK AND CREDIT, SUN KING

“The [third-party consumer protection] report shared
by MFR not only included areas of improvement but
also clearly highlighted the practical steps that we can
follow to strengthen consumer protection.

We have been able to improve on the way we share
with customers, the information about our products
and services they purchase. This has also helped

us build confidence in the industry, increase our
competitiveness, and enhance our performance by
increasing consumer satisfaction and repayment
rates. We clearly understand that adherence to these
principles is a means to build credibility and foster
long-term relationships with our customers. This
customer trust and loyalty truly plays a key role in
getting repeat business and also long-term success

towards achieving our vision.

We have also gained investor confidence since
adherence to consumer protection principles forms
part of the due diligence process by new and existing

investors.

Sun King underwent third-party consumer protection
assessments in 2 of its countries of operation and is

planning on a third one.”



The third-party CP assessment allows off-grid solar
companies to:

Gain insights and recommendations from an external
perspective to continue improving in consumer
protection, in a priority-ranked action plan. Good
consumer protection - including ensuring consumers are
well-informed, are willing and able to pay, and get good
service - is a driver of high repayment rates.

Demonstrate good practice to investors, streamline
investor due diligences, and set investors' expectations of
improvement at levels which are ambitious but realistic
given the field challenges.

Achieve public recognition as a leader in commitment and
implementation of consumer protection.

Enhance confidence in the industry and manage the
reputational risk through self-regulation appropriate
for the off-grid solar industry and a credible external
assessment scheme.

Credit: IFC

DORA GBEHA,
CONSUMER EXPERIENCE SPECIALIST,
QOTTO BENIN

“The evaluation was very beneficial for us, because
it allowed us to take stock of the situation, identify
areas for improvement and better plan ahead. Since
then, we have made progress on several fronts. We
have prioritised actions according to our resources
and implemented a monitoring plan based on MFR
recommendations. We also had divergent opinions
on certain points, such as post-sales follow-up, this
led to constructive discussions with our teams and

a beneficial solution for customers was found (now
we do an after-sale call to ensure the customer
understanding). A Consumer Experience position
was created, and we reinforced confidentiality

of customer data in the contracts. Also, we have
formalised a training process to standardise the staff
and agents’ understanding of internal policies.

This evaluation, shared with our investors, has
strengthened their confidence, particularly in terms
of customer protection. Beyond the Grid Fund for
Africa (BGFA), is very attentive to these subjects
and has adopted the CP code in its funding criteria.
We were proud to announce that we were the first
company in West Africa to have carried out the
assessment.”



The third-party CP assessment allows investors to:

Identify consumer protection risks and opportunities
during due-diligence, through a detailed analysis of
companies’ strengths and areas for improvement,
adapted to the PAYGo off-grid solar industry.

Mitigate the most relevant consumer protection risks,
e.g. by incorporating some of the recommendations in
the agreement with the company, or by defining targeted
technical assistance.

Monitor the progress over time through third-party
assessment updates or dedicated monitoring activities,
which can also measure the effectiveness of technical
assistance.

Aggregate results at portfolio level, to consolidate results
of good practices and exposure to risks across multiple
companies.

Define a robust, evidence-based portfolio-level approach
to consumer protection, for internal and external
purposes (e.g. fundraising).

WARD NUSSELDER,
SENIOR INVESTMENT OFFICER,
ENERGY, FMO

These [third-party] reviews are very useful. With
PAYGo off-grid solar companies, it is very helpful

for us to get MFR expert guidance on the overall
level of consumer protection practices as well as
ways to improve these. At the moment we don't
have the capacity in-house to make such detailed
assessments. We plan to use these consumer
protection assessments going forward for most of
our new PAYGo off-grid solar customers, to decide if
they are investable by FMO and see where they can /
need to improve.



This report presents the aggregate findings from 10+ third-
party CP assessments carried out by MFR up to December
2024 for companies in Benin, Kenya, Nigeria, Sierra Leone,
and Tanzania. Assessments focus on operations in a

single market, and some companies have undertaken the
Assessment in more than one market?.

The third-party CP assessment includes an evaluation across
the six Consumer Protection principles and 37 indicators.
Each indicator can be scored as fully met, partly met, not
met, or not applicable, generating a score by indicator and by
principle.

Thanks to the following companies for showing leadership
and commitment to good consumer protection by
undertaking a Third Party Assessment(s).

ﬁsun Ring. b Bboxx

#*

Ootto

uri

Alight ~ MKOPA
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CNGIC

easy solar

2 Two productive use of renewable energy (PURE) companies have also
undertaken a Thid-Party Assessment for CP - the results are not included in
this analysis, but the findings can be explored in the related report, '‘Powering
Protection: Navigating consumer risks in the PURE sector,’ (GOGLA, 2025).

On average, consumer protection standards are overall
adequately met by the companies in the sample. On the
one hand, the companies having undergone assessments
may be among the most committed to consumer protection,
so the performance level may overestimate the industry
level. On the other hand, these initial results constitute a
Consumer Protection Baseline for the industry, and practices
are expected to improve as the sector will mature.

Strengths and opportunities also emerge from the
60 Decibels Consumer Protection Score, which is

complementary to third-party assessments and the baseline
performance established within this report3.

The best implemented principles are Good product quality
and Fair and respectful treatment. The principles with

the largest opportunities for improvement are Responsible
sales and pricing, Governance and Management, and
Good customer service. Similarly, Good product quality
registers the highest score across all the companies assessed
(100%), while Responsible sales and pricing reports the
lowest score across companies (30%).

Figure 3. Average, minimum and maximum scores on Consumer Protection Principles.
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3 The 60 Decibels Lean Data Consumer Protection survey provides companies

with direct customer feedback collected through mobile surveys, to produce
quantitative statistics, insights, and CP score. MFR Third-Party Consumer
Protection Assessment is based on interviews with company leaders and
consumer-facing staff and agents, observation of operating systems in the
field, review of policies and Focus Group Discussions with customers, to
produce a gap analysis and a prioritised action plan.
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However, specific Indicators within each principle highlight
particularly good practices or areas that deserve future
improvement (see annex 2).

The largest variance in performance can be seen in the
Principles of personal data privacy and responsible sales and
pricing, while transparency and governance present more
homogeneous results. The same company can perform high
against some principles, and low in others. For instance, one
company with a relatively low achievement in personal data
privacy score shows significantly higher than average results
in responsible sales and pricing.

Differences exist among companies, with almost 20
percentage points difference between the maximum and
the minimum consumer protection performance assessed*
66% for the best performing company and 47% for the
company with most opportunities for improvement.

Each company is a unique case, and multiple factors
contribute to consumer protection practices. The local
management of agents, the company culture around ‘quality’
sales and credit risk management, and the capacity to
provide support to customers’ issues play an equal or even

more important role than the general country context, the

size of the company, and affiliation to an international group.

Operating in the same country does not necessarily imply
similar performance: five companies operating in Kenya
reveal very different consumer protection performance
among the cohort, with a standard deviation of 7%, higher
than in the total sample (6%).

4 ltisimportant to note that at present, the CP Indicators are not weighted
in any way. Therefore, all 37 indicators contribute equally to the aggregated
result, despite some measuring arguably more critical company practices
than others. GOGLA is exploring ways to develop a weighting for the CP
Indicators that reflects the likelihood and level of risk for consumers.

Belonging to the same [multi-national] company group is
not necessarily associated with similar performance: two
country firms belonging to the multinational group show
7% points difference in performance, again, higher than

the average standard deviation in the total sample (6%).

This demonstrates the underlying importance of looking

at how seemingly standardised systems and policies are
implemented in practice in different markets.

Larger companies (in size or in number of country
operations) display higher good customer service scores (54%)
than smaller companies (42%); however, no differences are
observed by company size in the total consumer protection
performance results when all Principles are combined (58%
in both larger and smaller companies).

The results underline the importance of individualised
assessments of companies in their country of operation,
which enable investors and companies to fully understand
performance within each context and properly target
capacity-building support and improvements.

A recommendation that has emerged through this cross-
industry evaluation is to introduce a Consumer Protection
Rating, in addition to/building on the third-party assessment.
A Consumer Protection Rating, consisting of a more granular
and weighted scoring system would enable a more accurate
measurement of the degree to which companies implement
the CP standards, providing an even more robust rating-
based outcome that is comparable across companies.

The following sections of the report delve deeper into the
baseline consumer protection performance per CP Principle.

ALBAN DEHEUNYNCK,
EXECUTIVE DIRECTOR,
CYGNUM CAPITAL

The Consumer Protection assessment was useful

to have an actual third-party review of the practices
of one of the companies we invest in. While the
company was already conducting its own review and
continuously aiming to improve, it does help to have
an independent assessment to confirm the correct
improvement areas and strategies to remediate
those. From a lender perspective, and having partially
funded this study, we very much encouraged the
company to implement the suggestions made by
MFR. The company also undertook the 60 Decibels
Consumer Protection Lean Data survey recently,
which pointed out similar improvement themes. We
wish to see continued improvements on these points,
which we're hoping will ultimately lead not only to
customer benefits, but also better repayment rates
and revenues.

11
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GOVERNANCE AND MANAGEMENT

Good Practice

Customer satisfaction KPIs are reviewed The Board of Directors (BoD) or C-suite
by the Board of Directors (BoD) and used leaders could improve accountability
to evaluate management performance. for improvements by more regularly
reviewing the self/third-party
@ When in use, external collection assessments and implementation of the
companies contracted by companies company’s consumer protection action
must abide by the Consumer Protection plan.

Principles and are liable for breaches.
Training of agents can be enhanced with
more practical simulations and examples
of consumer protection dos and don'ts.

NOT MET FULLY MET

CP Indicator GM3. The Consumer Protection Principles are widely visible and easily accessible to staff
(including management) and consumers (e.g. in organisation’s premises, intranet, external website, and
staff communication channels).

In line with the GOGLA’'s Consumer Protection Self-
Assessment policy, most companies had conducted an
internal evaluation of their Consumer Protection practices
using the Self-Assessment Tool. However, in only a few
cases was an action plan developed, implemented, and
reviewed regularly. Without these actions, Board of Directors
(BoD) cannot hold company management accountable for
consumer protection improvements. As an example of good
practice, one company has implemented a quarterly (group-
level) BoD review process of the action plan developed
through self-assessment, including monitoring of actions
taken, status of progress, and expected completion date.

13



In some cases, net promoter score (NPS), customer retention
or quality are systematically reviewed by the BoD, beside
portfolio quality KPIs, which are also relevant for consumer
protection. For one company, the annual management
bonus was determined according to customer retention
results, indicating customer satisfaction. Another company
also includes KPIs that measure the quality of after-

sales service - in addition to portfolio quality - in senior
management evaluations. The same KPIs are cascaded to
middle-management, which enhances the positive impact on
consumer outcomes.

Good practice: BoD review and top management
accountability

Bboxx Kenya have incorporated net promoter score
(NPS) and customer retention KPIs into their board
reports as part of a long-term customer relationship-
building goal. The BoD reviews the KPIs regularly and
provides feedback and recommendations to country-
management on performance.

Training for agents and other consumer-facing staff could
be improved by most companies in the sample. Inclusion

of more practical simulations and examples of consumer
protection dos and don'ts would help. Only in one case

was the Consumer Protection Code displayed at the shops’
premises, and in general the CP Principles are not given
specific visibility. Companies seeking to improve their staff
and agent training on consumer protection practices can use

GOGLA’s Training Guide for Off-Grid Solar Companies.

Where third-party partners are involved in the customer
relationship, good governance is key to ensuring high
consumer protection standards are upheld. One example
of this was seen with a company that contracts External
Debt Collectors. In this case, the company demonstrated
consumer protection safeguards including vetting prior to
onboarding of new collectors, directly training their staff,
collecting feedback from customers who have interacted
with collectors, and holding regular meetings with collectors
to discuss areas for improvement. In addition, the contract
between the off-grid solar (OGS) company and the debt-
collectors requires the latter party to abide by the Consumer
Protection Principles and holds the collectors liable for
breaches of service agreement including gross misconduct,
negligence, fraud, or unprofessional collection practices.




TRANSPARENCY

© ©

Good Practice

Most customers are provided with a
contract and a user manual.

A vetting call from a centralised

call centre verifies the customer’s
understanding of the key contractual
terms before finalising the sale.

Fees, charges, and the total cost of
ownership are clearly communicated to
customers, including the down payment
and periodic payments according to the
repayment plan.

Opportunity for improvement

Agents could be provided with a standard
script to spell out the key contract clauses
before the sale.

Including visual aids in user manuals
and a contract key facts statement can
help consumers understand the most
important information.

Restructuring agent compensation
schemes to depend less on the size/cost
of the OGS product sold may reduce bias
towards selling larger systems - even if
the customer can afford it.

Transparency is adequately implemented on average in the
companies reviewed, with an average score of 58%.

Customers generally receive a paper contract, which

is more accessible than digital contracts requiring an
e-signature, especially for customers with low(er) digital
literacy (only one company assessed has adopted
e-contracts). Agents verbally explain the key terms and
conditions of the contract to customers. However, a script
for agents to follow and go through the key contract

clauses is rarely in place at the companies assessed so

far. Observations showed that agents’ explanations are
sometimes weaker on cooling-off period, length of the
contract, warranty, consequences of non-payments and
repossession. Having a standardised script in place ensures
that all customers receive the same information, delivered

in a coherent way that is clear, complete, and consistent.
GOGLA also has an editable ‘Key Facts Statement’ that can be
used to simplify the most important terms and conditions for

customers.




Customers are typically provided with a user manual for
their product and are informed if the product they are
buying is refurbished. The information on types of personal
data collected, how the data is used, and whether the data is
shared with third parties is usually transparent in contracts.

All fees and charges are generally communicated to
customers, including the total price of ownership, down
payment and periodic payments according to the repayment
plan. Including the total cost of ownership in marketing
communications allows consumers to compare products
from different suppliers, of different sizes and with the cash
purchase price. As PAYGo financing does not typically include
an interest rate, this is in lieu of an APR which is not usually
included by companies - though our analysis shows that
against the effective credit period, APR would be equivalent
to rates charged by MFIs for similar sized credit products.

The majority of companies assessed have adopted the good
practice of confirming each sale with a vetting call from
the call centre, which verifies the customer’s understanding
of the key contractual terms before the sale is finalised. A
vetting call is useful to inform new customers about aspects
that they are often not clear about, such as how to make
mobile payments and contractual lengths.

When products can also be sold in cash, agents are generally
trained to present both the cash price and the total PAYGo
price. The ability of agents to recognize different customer
segments and match them with the most appropriate

products varies across companies. Agents are sometimes
biased towards certain products because of some
compensation systems, for example, if commission is linked
to the down-payment amount (favouring larger systems),
or higher commission is paid for PAYGo sales than for cash
sales (or vice versa).

Agents are often recruited from the same areas where
customers live and verbally translate the promotion and
contract information from English or French to local
languages as needed by customers. One of the companies
assessed has implemented the good practice of equipping
agents with visual aids to use during the sales process to
help explain the key information. In other cases, the visual
aids included in the manual are sometimes used to support
communication of information.

Customers receive SMS confirmations when making mobile
money payments (directly or via agents), which indicate the
amount paid, the number of days the system will run for and,
in some cases, the outstanding balance. However, the time
between the customer making a payment and receiving the
PAYGo activation code is sometimes long (see good product
quality).

CUSTOMER FEEDBACK:
INFORMATION ON LOCK-OUT
AND WARRANTY

“The agent helped
me to understand the agreement.”

“They explained that if you don’t pay, they block
the electricity.”

“The agent explained that the phone will be locked
if we don’t make payments.”

“Yes, they explained that the product is under
warranty for 3 years.”

Feedback from PAYGo customers Focus
Group Discussions

16



RESPONSIBLE SALES AND PRICING

@ Periodic training and evaluation of agents

9

9

Good Practice

and a performance-based progression
towards selling higher-value /more
complex products.

Cashflow analysis of customers (income,
expenses, other debts) is required for
sales of larger systems, including a
maximum repayment to disposable
income ratio. Call centre agents are
trained and provided with a checklist for
the ability-to-pay analysis.

Agents are trained to recognise
customer segments and only offer the
most-suitable (price and specification)
products.

Companies allow the return of systems
in good working conditions anytime,
refunding the down payment and
cancelling the debt obligations.

Remuneration for shop managers and
supervisors is also incentivised by the
quality of sales made within their area.

The assessment of customers’ ability to
repay can be strengthened through the
inclusion of a quantitative (cash-flow)
evaluation, on which agents should be
trained.

The availability of a cooling-off period
may be better disclosed to customers, so
they may cancel a purchase if desired.

An internal audit function, reporting to
senior leadership team, would help to
verify the compliance of field operations
to defined sales, credit, and aftersales
policies.

The portfolio quality of an agents’
customer-base should be tied to all parts
of their commission (even the portion
attributed to new sales).

A fixed compensation retainer and
career progression for agents with
good portfolio quality can improve the
alignment of interest of agents and
companies, towards responsible sales.

Modern energy is a very much necessary basic service, yet
energy deficit is the reality in remote, rural communities,
where incomes are often low. The pay-as-you-go (PAYGo)
model certainly addresses the affordability barrier much
better than the cash sale model. However, it also introduces
credit risk for companies, and repayment obligations for
customers.

Room for improvement is observed in the way companies
assess customers’ ability to repay. In the majority of cases
sales agents rely on a customer’s ability to pay a down-
payment, and the assessment of ongoing ability to repay is
only qualitative. It sometimes includes a rough estimate of
income. Agents are not specifically trained on how to assess
a prospects ability to pay. They receive training on products
and basic selling skills. Some companies implement the good
practice of re-training and evaluating agents 3 months after
the initial onboarding period, and only agents that perform
well are upgraded to sell larger products, where the financial
risk for customers (and the company) may be higher.

CUSTOMER FEEDBACK:
ACCESS TO ASPIRATIONAL PRODUCTS

“I like the offer because it makes the product more
affordable.”

“For some it is difficult to pay - but they want to see
[at night] and be like those in town.”

Feedback from PAYGo customers Focus
Group Discussions

17



CUSTOMER FEEDBACK:
WELCOME CALL

“Yes, we all received the welcome call from
the company at the beginning.”

“Yes, | was called by the company, once the
installation was done.”

“Yes, | received an initial call on how to
make payments.”

“No, | did not receive the initial call.”

PAYGo customers Focus Group Discussions

Only in a few cases was the good practice of a ‘second-tier’
vetting process implemented for larger systems. This second
vetting generally consists of a cashflow analysis (reviewing

a customer’s income, expenses, other debts), evaluation of
repayment to disposable income ratio (e.g. max 20%-30%),
and a credit reference bureau (CRB) check when available.

In this case, the cashflow analysis is conducted by the call
centre (not by the agents), which has the advantage of
independence (e.g. customers cannot be coached by agents
in their answers) and the disadvantage of not being in the
field (data is self-reported by customers, without in-person
verification). The call centre agents/staff are trained on the
ability-to-pay analysis, provided with a checklist of questions,
and monitored through call recordings. Some companies are
considering developing credit scoring systems based on the
data collected>.

Some companies train agents to recognise the customer
segment and only offer the best matching products (e.g.,
freezers only to businesses, or mobile phones only to
payroll deduction scheme customers), as opposed to all the
products on offer. From all companies assessed to date,

NOT MET

FULLY MET

B1. The company assesses Ability to Pay in a way that is proportionate to the

consumer’s financial obligation and perceived level of risk.

5  Manual and automated systems to assess the ability to repay of customers are
subject to the risk of bias. Women’s World Banking provides a useful source of
information on the subject. See Algorithmic Bias, Financial Inclusion, and Gender

- Women's World Banking

the median product cash price is USD $186.00, and reflects
that companies are predominantly serving the low-income
segment. The minimum and maximum cash prices of USD
$26.00 and USD $2,400.00 respectively indicate the variety
of options, as well as some offering to an upper market
segment.

Given the light-touch ability-to-pay assessment for new
customers, one company has adopted the approach of
allowing return of units in good working condition at any
time post-installation - refunding the down-payment (minus
damages to the product, if any) and cancelling the debt
obligations. In contrast, other companies do not provide

a cooling-off period, or if they do, do not emphasize its

availability to customers, who are rarely aware of this option.

This is particularly risky - especially for companies where the
vetting call from the call centre takes place after, and not
prior, to the sale - with less opportunities to cancel a sale

in case of customer misunderstanding. In other cases, the
vetting call is necessary to finalise the sale - a good practice
for responsible sales.
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Good practice: Ability-to-pay assessment

One company assesses customers’ ability to pay in a
way that is proportionate to the customer’s financial
obligation: Lower value systems simply involve a
basic assessment by the sales agent (demographics,
occupation, approximate estimate of income). Higher
value products (e.g., TV and inverters) require a CRB
check and a second-tier credit assessment by the call
centre, independent of the sales agent. The ability-to-
pay assessment calculates the net disposable income
(income minus expenses and debt obligations) and
applies a maximum instalment-to-net-disposable-
income threshold, which needs to be respected for
the sale to be approved. The call centre staff receive
specific training on the credit assessment questions,
checklist and techniques to be able to determine
when to approve and when to reject a sale. Having the
ability-to-pay assessment done by the call centre is a
cost-effective solution, even if it limits the possibility
of in-person verification of information shared by the
customer. Three months after onboarding, sales agents
undergo a skills evaluation, based on which, some
agents are upgraded to sell higher value products.

A few companies have started the good practice of putting

in place an audit function independent from operations
(e.g. within the risk department, or externalized), to verify

the compliance of responsible sales practices versus policies.
Interesting results emerge from audits; for example, knowing
that vetting calls are being implemented for a relatively

low number of sales is vital information for the BoD and
management. The independent audit of field operations is

an important ally of the BoD and top management, especially

considering that the implementation is physically far away
from where policies are defined, and customer-facing
agents and staff handle cash repayments in the field. A few
companies within the sample already monitor the agent
turnover and have used feedback from exiting agents to
improve operations - a good practice for responsible sales,
given the high agent turnover ratios in the industry.

Incentives for sales agents are generally based upon both
sales volume and portfolio quality, which is positive for
responsible sales. However, the outcome of the portfolio
quality incentive does not always impact the outcome of the
sales incentive: an agent can still earn some commissions
for sales, even if s/he will not earn commissions for quality
later on. This may be an element of risk as it may incentivise
selling as much as possible in the short term, earn the sales
commission, and leave when the portfolio quality issues start
emerging. A few companies demonstrate the good practice
of setting a lower limit for an agents’ portfolio quality, under
which their ability to make new sales is disabled to focus on
collections.

The relative weight given to sales-volume versus quality in
agent incentive schemes varies, with some more prudent
approaches that heavily penalize for lower quality (i.e., low
repayment rates), and other approaches where quality plays
a smaller role (e.g. commissions for collections, but applied
to the ‘dollar’ repayment amounts, effectively pushing agents
towards selling larger systems and more sales)e.

Agents rarely have a fixed compensation component, and
in most cases rely only on their variable commission for
income. Generating higher sales quality across a company’s
portfolio requires a higher weighting of portfolio quality

in agents’ variable compensation. A fixed compensation
retainer payment and clear career progression for agents

6 Incentive components may include fixed commission for sale (higher amount
for larger systems); commission as a % of repayments, sometimes focusing
on recent customers (e.g. 90 days from sale); deductions for write-offs and
sanctions for mis-selling.

with good portfolio quality can improve the alignment
between agents and company interests - towards
responsible sales. For instance, a retainer might include a
fixed (even if small) remuneration for agents, based on the
length of service and/or minimum performance levels (e.g.
number of sales and collection rate).

Good practices include aligning not only agents, but also
their supervisors and shop managers to the portfolio
quality incentives. This may promote hiring and coaching
of agents who are more capable of recruiting customers with
adequate ability-to-pay.

Infrastructure is not in place yet to share lists of blocked
agents between companies (e.g., those who have engaged in
fraud and repeated mis-selling) to support the hiring process.
Such a scheme has been investigated but faces complex legal
frameworks and protections around data and employment
rights. Companies are encouraged to establish appropriate
due diligence in agent hiring and ensure any accusations of
fraud is duly investigated and managed within scope of local
laws to discourage others.

Pricing seems to be based on local market conditions,
competition and customers’ ability to repay; considerations
on credit risk also play a role, even if subject to each
company's own interpretation of the cost of credit risk. The
risk of making high profits at the expense of high pricing
for customers is not significant given that the majority

of companies in the sector are yet to achieve financial
sustainability.
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GOOD CUSTOMER SERVICE

The assessments revealed a general opportunity for

Good Practice Opportunity for improvement companies to improve on the good customer service
principle.

@ Customers have easy access to support @ Finding ways to decrease the time to In almost all cases, the duration of the warranty period
services with escalation steps to handle repair defective products (though logistical appropriately covers at least the duration of the repayment
queries and complaints (e.g. simple challenges are high), with systems to term. A customer warranty covering four to five years, in
troubleshooting, misinformation from monitor the actual time and corrective line with many systems’ expected lifespan, and beyond the
agents, suspected fraud). actions to improve, could improve customer contract duration, would represent a further advancement

experience. for customers across the industry’.

@ Calls to call centre are recorded for the )
purposes of quality monitoring and \,D Consumer awareness of their options when Challenges emerge when products do breakdown and need

improvement. a product reaches its end-of-life, of product repair (within the warranty terms). The time that it takes to
disposal requirements and health and repair or replace damaged or defective products is often

@ Call centre staff are evaluated with KPIs tied environmental related hazards should be too long. Maximum timelines (e.g. 14 days) are sometimes
formalized in the contracts to customers. However,

to customer experience (e.g. resolution rate, increased.
o . : . customers often report delays in the actual repair time,
average waiting and handling time, quiz _ P y P '
o* . , e which can reach three, four, or even more weeks in some
score, call answer rate). ./ | Exploration of cross-industry initiatives _
. cases. Delays are longer when the distances from shops

to set-up a Back-Up Service Providers for
service continuity in the event of company
liquidation are encouraged.

and repair centres are greater, and when spare parts are
not available. This risk is exacerbated when the distributing
company is different than the manufacturing company.

94%

NOT MET FULLY MET
C1. The company offers a minimum warranty length of 1 year for products under 10W, and a T T T T
minimum of 2 years for products of 10-350W. If the scheduled payment period is longer than this, advancements in technology - particularly in battery storage. To inform
an update to product and consumer protection industry standards, more
the wa rranty period offered is not less than the scheduled payment. research is needed to understand realised product lifespans, and the

cost-benefit of extended warranties, which some companies are now also
implementing up to 10 years.
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Risk mitigation strategies include systems to forecast the
spare parts need based on historical data, or the purchase
of a set percentage of extra systems. Robust monitoring of
the time taken for repair and/or replacement is adopted by
some companies, to help them identify breaches of policy
and take actions to improve and is recommended practice
for all companies.

Customer service support to address queries and
complaints are generally adequate, including call centres,
chatbot tools, and in one case, a platform to report fraud
anonymously. In practice though, customers often refer to
agents for queries that should be addressed to call centres.
In general, low levels of literacy and digital skills may hamper
customer understanding of the information provided by the
call centre and online-based support.

CUSTOMER FEEDBACK:
CALL CENTRE

”

“When I call the call centre, they are available.

“I have called the call centre. But | have not
understood what they told me.”

PAYGo customers Focus Group Discussions

Escalation steps to handle queries and complaints are often
formalized (e.g., A report of misleading information provided
by the sales agent to customers or doubtful customer
identification cases is first recorded, then investigated in case
of repeat irregularities, and finally escalation to supervisors
in cases of suspected fraud). Some companies record calls
for quality monitoring and improvement purposes (e.g.
mishandled complaints).

Some companies evaluate call centre staff with KPIs that
incentivise good customer service, such as resolution rate,
average handling time, average waiting time, number of calls
per month, process-based quiz scores, and call answer rate.

One common challenge apparent in all companies reviewed
to date is lack of a service continuity plan. None of the
companies in the sample has yet identified a complete
system to ensure service continuity in the event of failure

of the company. Current and ongoing industry efforts to
develop a Back-Up Service Provider (BUSP) framework for
receivables finance facilities will contribute to improving on
this aspect.

NOT MET FULLY MET
C4. The company endeavours to design and manage its operations in a way that would enable the
consumer to have continued service in the event of the failure of the provider.

NOT MET FULLY MET

C6. The consumer is made aware of the disposal requirements of the product at end-of-life, with

particular attention to the battery.
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Companies generally collect customer satisfaction
feedback, in ways that are more or less structured: call
centre calls (welcome call), periodic focus group discussions
(FGDs), surveys facilitated by an external provider (e.g.,

60 Decibels), or feedback collected in the field by agents.
However, systematic consolidation and reporting of

the results, including by customer segment and sex-
disaggregation, varies across companies. The recommended
good practice is to ensure feedback is segmented by key
operational and consumer factors such as by region (or by
shop/agent), system-type or usage, by socio-demographic
characteristics such as gender or age, etc. When feedback
is segmented in such ways, companies can make more
informed decisions and take targeted improvement action.

Consumer awareness of disposal requirements for products
at the end-of-life - and the health and environmental related
hazards they may pose - is low. Companies collaborate with
organizations licensed to dispose of products and batteries,
collecting the e-waste from the repair and replacement
activity of companies. Greater efforts to implement and
promote customer take-back schemes (e.g., accepting
return of a broken out-of-warranty product in exchange

for a discount on a replacement), and increasing access to
out-of-warranty repair services can improve results, and
ensure consumers have long-lasting access to high-quality
energy products while minimising negative impact from
inappropriately disposed end-of-life products.

Good practice: monitoring customer service

In Kenya, d.light uses specific KPIs to monitor the
quality of service provided by the call centre to its
customers. The KPIs include average response time
(target <15mins), average handling time (target
<10mins), and customer satisfaction (target 90%).
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GOOD PRODUCT QUALITY

Good Practice Opportunity for improvement
@ Products certified according to VeraSol / IEC @ Explore alternative payment methods for
quality standards and undergoing quality : customers not comfortable with mobile

control tests. money or with poor connectivity, to reduce
risk of agent-based fraud.
@ Products are installed by trained sales ,
agents or technicians (if not plug-and-play). @ Minimize the cases of delay between the
) time of payment and the time when the
activation code is received.

94%

NOT MET FULLY MET

NOT MET FULLY MET

NOT MET FULLY MET

Good product quality is generally a strength of the OGS
companies assessed, with the exception of payment
channels, which show room for improvement.

OGS products offered are generally VeraSol certified and

undergo quality control tests. All products that are not
plug-and-play are installed by trained sales agents or
technicians. The importance of the Verasol certification
scheme and IEC standards for improving consumer
protection cannot be emphasised enough - and results of
incentivising certification through policy and eligibility for
financing are clearly positive.

D1. All products are certified according to the
relevant product quality standard.

D2. If the product is not plug-and-play, the system
is installed by a trained technician.

D3. Solar Home System kits (10 - 350 W) and
component-based systems are sold with a user
manual that includes instructions on installation,
use, troubleshooting, and health and safety.
Technical specifications of the system and
components are clear.
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CUSTOMER FEEDBACK:
PRODUCT QUALITY

“It's good products. But sometimes the battery
does not last enough.”

“It helped me reducing the cost, compared to
paraffine.”

PAYGo customers Focus Group Discussions

Customers are provided with user manuals usually including

complete instructions on installation, use, troubleshooting,
health and safety, and maintenance. However, manuals are
written in English or French (not in local languages), and only
in some cases are supported by visual aids. This can make it
difficult to understand for customers who cannot read the
language or have low literacy levels.

Some room for improvement is observed in the
appropriateness of the payment systems to customer
needs. In principle, customers can pay via mobile money,
with straightforward steps; this is an effective system in
areas with good connectivity and with customers used

to mobile money (e.g. majority of Kenya). However, a
substantial proportion of OGS customers live in areas with
poor connectivity, in countries with less developed mobile
money infrastructure, or are less comfortable with mobile
paymentsé. A non-marginal share of PAYGo customers are
not aware of, not familiar with, or do not trust mobile money
payments.

8  GSMA reports on mobile coverage and the Digital Gender Gap each year, and
while progress is being made, women are 8% less likely to own a mobile phone,
and 14% less likely to use mobile internet services, including mobile banking.
Around 14% of the African continent has no mobile internet connectivity.

These customers prefer to pay via an agent (so they can
reach out to them in case the payment does not come
through) or over the counter at a mobile money shop. On
the one hand, this intermediation brings convenience to
customers. On the other hand, making payments via OGS
sales agents, telco agents or shops, relatives or friends,
makes it harder for customers to track their payments, and
exposes them to the risk of being defrauded. Companies
are encouraged to provide secure alternative methods of
payment for customers who for whatever reason cannot use
mobile money payments.

Another opportunity to improve product and system
quality is minimizing the cases of delay between the time
of payment and the time of receiving the PAYGo activation
code, reported by some customers. Where companies have
effective feedback mechanisms in place that can detect
issues related to customers’ ability to engage with the user
interface - such as delays between payment and activation -
they can work to put measures in place to resolve reported
issues.

Customers can generally access their account details

via USSD, including their next due date, amount paid to
date, daily payments, and call centre contacts. To provide
customers with complete information, however, it's
recommended that all companies also include in accessible
statements the balance of what has been paid versus
remaining.

CUSTOMER FEEDBACK:
PAYMENT

“I get the balance when we pay.
I don't see clearly what remains to be paid on the
box. It's blurry.”

“I receive some codes, and | don’t understand. They
should improve this. | would just have to pay and
then the light comes, without entering codes. For
15 days | haven't had the light, the number on the
battery doesn’t work and | can'’t reactivate it. But |
pay. After-sales service takes time, and | am falling
behind on payments.”

“It takes too much time; it takes too much protocol.
Especially for the illiterate.”

“It should be faster from sending money to lighting
the lamp. The process with the activation code and
the call to the call centre is too complicated.”

“I send the money, and the code doesn’t come on
time. Validation is not automatic; it takes time
before getting the light on.”

“The code arrives quickly when | pay.”

“I do not like using mobile money to make payments.
I would like to be able to make payments without
mobile money.

PAYGo customers Focus Group Discussions
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PERSONAL DATA PRIVACY

Good Practice

@ Companies have implemented data
registers, data protection and privacy
audits, regulation compliance reviews and
penetration tests.

Clear consent for data processing is

©

requested in customer contracts.

The implementation of the personal data privacy principle
varies considerably across companies (it has the highest
standard deviation in scores across all CP Principles).

Some companies have adopted advanced practices, such as
data registers, data protection and privacy audits, regulation
compliance reviews and penetration tests, while other
companies have not yet undergone a specialised assessment
of compliance with local privacy laws.

Personal data collected by companies is limited to their
legitimate interests, and customers are asked their
consent for the processing of their data in the majority of
the contracts. None of the companies reviewed is selling
customer data to third parties - though if this practice
emerges in future, companies are advised to ensure that
they seek informed consent (which in practice is different
from simply including a clause within the contract)®.

9  See Consumer Protection Briefing Note: Personal Data Privacy, (GOGLA, 2022)

Increase the customers’ awareness of
the consent for the processing of data
provided through contracts.

Enhance training on data privacy
and security for all staff and agents
responsible for handing customer data.

Though formal policies and procedures are often in place
(including a designated Data Protection Officer and a

data privacy and security policy covering data collection,
processing and storage), practices vary across companies
when it comes to operationalising the policies. Only in some
cases did employees and agents receive specific training on
data privacy and security. Sales agents rarely explain the
data privacy contractual provisions to customers, who are
often not (fully) aware of the consent they provide. Data
security procedures such as entry controls, secure physical
storage and data disposal are implemented only in part (if
at all), given the remote location of shops and the common
practice of using WhatsApp groups to share customer
information and contracts with agents.

Given the combined sensitivity of information collected

from customers (name, date of birth, national ID number,
telephone number and income) - companies are encouraged
to at minimum ensure staff and agents handling personal
data are fully trained, and that data privacy protocols are
clearly defined and audited.

One example of exceptional good practice seen by
companies is the requirement for agents to delete or return
all customer personal information and certify to have done
so in writing, as a precondition of payment of final dues
when they leave the company.
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FAIR AND RESPECTFUL TREATMENT

Companies are generally assessed to be adequate in

Good Practice Opportunity for improvement practices to treat customers fairly and respectfully. One area
of improvement is the prevention and detection of fraud

against customers by agents, staff or third parties.

@ Companies have formalised standards for ] \/> Further improve repossession policies with
professional conduct and clearly defined h specific dos and don'ts to guide agent and Most companies have formalised the expected professional
unacceptable behaviours for consumer- staff behaviour. conduct and defined unacceptable behaviours for agents
facing agents and staff. _ and staff who interact with customers. Formalisation is
. \D Strengthen systems to prevent and detect often in the form of a policy or code of conduct, which is
Several interactions with late customers and ) disseminated through trainings, and sometimes signed off by

fraud against customers, in light of the

®

agents and staff. Prohibited behaviours include for instance

attempts to find solutions before the system reality of cash handling in the field (e.g. . . T

is repossessed. misappropriation of customer funds, unfair treatment of customers, violence, discrimination and
: : . fraud. Sanctions are usually well defined and applied when
impersonation, no delivery of products to o _ _ _

. . prohibited behaviours are detected, ranging from written
Repossession rate threshold above which customers). _ T _
. . . warning to termination and prosecution.
corrective actions are needed to improve _
successful sales. - \/D Establish policies to remedy fraud against
‘o customers Inherent flexibility is built into the PAYGo asset finance

payment system that allows a customer to miss or delay
some payments without risking repossession of their system.
Companies do not typically require customers to catch up

on past due payments to reactivate the system'. Repayment
plan rescheduling is available for customers who experience
financial shocks but are willing to repay.

89%

NOT MET FULLY MET

F3. If a consumer falls behind on payments as a result of a financial (or other) shock, the provider
has a mechanism in place to find a solution that is clear and fair for both the company and the

consumer, while respecting the contractual obligations of both. o _
10 See the Consumer Financing Brief, (60 Decibels and GOGLA, 2024) for more

insights into different implementation of PAYGo terms for missed payments.



The observed difference between the median contractual
term (30 months) and effective term (50 months, i.e., 1.6
times more) demonstrates the de-facto large extension of
contract terms due to flexibility for customer repayments
and the moderate collection rates amongst companies. On
the one hand this flexibility is appreciated by customers;
on the other hand, slow payments pose challenges to the
companies’ portfolio quality, profitability, and long-term
sustainability.

The escalation actions to manage late payments are
usually well defined in operational procedures. In most cases
they include text messages, phone calls, home visits, and
eventually repossession, escalated according to the number
of consecutive days unpaid. Several of these interactions
with customers also aim to understand the reasons for non-
payment (e.g. technical, financial, family or health issues)
and negotiate an alternative payment schedule, before
repossessing the system.

The assessments revealed some good practices that we
encourage others to replicate. One of the companies
improves uniformity by providing staff and agents with
scripts and suggested language that they can use in different
collection scenarios. Some companies have a dedicated
training for agents and staff to ensure they know how to
privately handle the sensitive topics of late payments and

Good practice: rescheduling

EasySolar (Sierra Leone) informs its customers
within the customer agreement that they can
request (subject to company decision) a change
in the contractual payment plan in instances of
continued hardship.

repossessions. In other cases, however, staff and agents
were less clear on the expected privacy that they should
observe during collection and repossession (e.g. involvement
of the village chief in isolated cases).

When it makes economic sense, companies repossess
systems that remain unpaid for a consecutive period time
- usually between 60 to 90 days. Repossession policies are
generally in place, describing the specific steps to follow.
Nonetheless, in the majority of cases such policies can be
further improved with defined ‘dos and don'ts’ to guide
agent and staff behaviour in this sensitive step''. Even if
repossession is contractually agreed by customers, low(er)
literacy skills may hamper their understanding of its
implications (e.g. no refund of down payment - see customer
feedback). In one case, a company has adopted the good
practice of defining a repossession rate threshold for sales
staff above which corrective actions need to be putin place
to improve successful sales.

Reporting defaulted customers to the Credit Reference
Bureau (CRB) is rare. Only one company reports customers
to the CRB after several interactions, if customers are

more than ninety consecutive days late and do not allow
the company to repossess the system. On the one hand,
this would help managing the specific cases of customers
able but unwilling to repay, and not-collaborative with
repossession.

11 In a previous study undertaken by GOGLA and MFR that looked at the
experience of OGS agents, it emerged that many are asked to attend or
support repossession activities, despite not receiving any compensation
or remuneration for the time spent and/or travel expenses incurred. This
practice may serve to undermine companies' efforts to perform repossession
in a fair and respectful way and disincentivise good practices from agents.
See The Key to Good Consumer Protection and Credit Risk Management
(GOGLA, 2023).

CUSTOMER FEEDBACK:
REPOSSESSION

“We get a reminder before the payment is due.”

“Villagers don’t understand how to pay. And then
they block the system. Sometimes agents come
and explain again and give advice on how to pay
better. They are quite understanding. If someone
doesn’t pay for a long time, then they can come
and take the kit. But if they come to take the kit
we are not reimbursed for everything we paid.
We don't understand why.”

PAYGo customers Focus Group Discussions
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On the other hand, systematically reporting large numbers
of defaulted customers to a CRB without defined standards
for safeguarding would not necessarily be fair, given that
the non-repayment is in part attributable to the light-
touch ability-to-pay analysis performed by companies

(see Responsible sales and pricing). Development of sector-
wide standards for safeguarding for CRB reporting would
decrease the risk of negative reporting for customers who,
for example, have experienced a technical issue without
adequate resolution, or have only a very small amount
remaining due.

Customer complaint resolution systems are in place, and the
general practice is to consider complaints to be genuine and
not the customer’s fault until evidence proves otherwise.

The main opportunity for improvement under the fair

and respectful treatment principle is the prevention,
detection and remediation of fraud against customers.
The most frequent risks of fraud against customers include
misappropriating the customer funds (by agent, staff,

or third-party), impersonation, agent not delivering the
product to the customer, or charging an extra installation
fee. Even though agents are prohibited from handling cash
in several countries, reality shows this to be a common
practice in the field due in part to customer preferences
(see good product quality).

Companies have some systems in place to prevent and
detect fraud, which can be further developed in future. As a
preventative measure, one company conducts awareness
campaigns to inform customers of prohibited behaviours
of agents that could lead to fraud (e.g. accepting cash
payments from a customer). Alternatively, some companies
have adopted proactive and preventative practices where
cash payments are unavoidable - including installing posters
at shops to advise customers to request receipts and
developing a clear process requiring agents to pay-in cash

received by agents within 24 hours. Response to fraud is also
important, and one company has implemented a policy to
remedy fraud against customers, formalising the customer
right to be fully compensated in the event of fraud.

The welcome calls performed by the call centres
(independent of the agents) are the most common fraud
detection system used by companies, with instances of fraud
identified and corrected. The effectiveness of this system
depends on the share of sales that the call centre can cover.
Fraud related grievances can also be channelled via the

call centre, or, in one case of good practice, via an external
whistle-blower platform advertised at shops.

The value of understanding what happens in practice
versus what is written in policy is that companies can plan
and respond to the realities facing many customers and
agents they work with. An emerging practice seen at some
companies is the establishment of a risk and audit function
for fraud prevention and detection, sufficiently equipped and
as independent as possible from operational departments.
Examples include a risk or internal audit department
interviewing customers to identify potential fraud,
investigate, report issues, suggest corrections and follow-up
on actions taken.

Good practice: management of late customers

Qotto in Benin have prioritised in-person
communications for late-payers. When a customer
is more than 21 days late with payments, the
agent visits the customer to understand the
reasons of non-payment (technical problem,
economic problem, illness, etc.) and negotiate a
new repayment plan to bring the customer back to
regular payments.

CUSTOMER FEEDBACK:
RISK OF FRAUD AND SCAMS

“I never give cash to the agent, even to buy food |
refuse”.

“Sometimes | give my mobile phone to someone
who will make the payment, I'm confused how to
do it.”

“I prefer giving the money to the agent, so that
then if the light does not come, | can ask him.”

“I gave money in cash. The agent probably put
it into his pocket. Because | don’t know how

to read, | don’t even know how to call to file a
complaint.”

“I have to send the money at a kiosk. | send the
money, but there is no tracking, no data. Then
the money is lost.”

PAYGo customers Focus Group Discussions
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The Third-Party Consumer Protection Assessments that informed this report
revealed a cohort of committed companies and investors that are leading the way
in responsible practice. Action plans are valued to build upon the findings and make
progress along the pathway to improved Consumer Protection.

The results show both strengths and weaknesses. Good practices can inspire more
companies to replicate and adopt what works. The examples of good performance
in this report are many, e.g. customer satisfaction KPIs for management, cashflow
analysis for systems of larger size, or internal audit to verify policies’ implementation
and detect fraud.

The gaps should be viewed as opportunities for improvement, for example on the
ability-to-pay assessment, the alignment of agents’ incentives and remuneration,
accessibility of payment channels, reduction in time taken to receive PAYGo activation
codes, and time taken to repair or replace broken products. Challenges are due in
part to the objective complexity of logistics, remote outreach, and poor infrastructure.
However, companies that will grow and mature are expected to work more on their
gaps and make improvements. Our aim is that the baseline performance presented
in this report can influence not only company action, but support from other
stakeholders including investors and TA providers. Where there is a wide gap between
high and low performing companies, targeted company support is needed (e.g. Data
Privacy). Where the gap is small but average performance low, efforts are needed to
address systemic, industry-wide challenges (e.g. Transparency and Responsible Sales
and Pricing).

Good consumer protection requires some investment but goes hand in hand with
good business.




Annex 1: GOGLA Consumer Protection
Code - Principles and Indicators



INDICATORS

GM1

GM2

GM3

GM4

GM5

GOVERNANCE AND MANAGEMENT

The Board periodically reviews the provider’'s alighnment with - and holds Management accountable to - the Consumer Protection
Principles and Indicators.

The indicators form part of the institutional management KPIs to ensure continued assessment, improvement, and fulfiiment of
good consumer protection practices.

The Consumer Protection Principles are widely visible and easily accessible to staff, including management, and consumers (e.g. in
organization’s premises and intranet, external website, staff communication channels).

All relevant staff, including management, and (non-staff) Sales Agents are trained on the relevant Consumer Protection Principles
and Indicators at onboarding and refresher trainings.

In cases where the company works with partners or service providers, an agreement is in place to ensure compliance with the
relevant Consumer Protection Principles and Indicators.

TRANSPARENCY

Consumers are informed of key terms and conditions of the contract

All fees and charges are conveyed clearly and included in the total price (financed or cash).

The company ensures prospective consumers are advised about all the provider’s available products and payment options.

The company communicates to consumers in the most appropriate language - be it the country's official or other local
language(s). The provider communicates in an appropriately clear and simple manner; for less literate consumers, oral and visual
communication supplements written information.

Consumer-facing statements in all sales and marketing materials and packaging accurately reflect the product’s features and

technical performance (for light output, runtime, etc.). Consumers are provided with a user manual, warranty terms and customer
service information.

Consumers receive payment confirmation and update remaining balance after making a payment unless they opt out. Consumers
are able to access their transaction history upon request.

The company informs consumers which of their personal data is collected, used, shared, and stored.




INDICATORS

B1

B2

B3

B4

B5

RESPONSIBLE SALES & PRICING
The company assesses Ability to Pay in a way that is proportionate to the consumer’s financial obligation and perceived level of risk.

Sales and other consumer-facing staff who are responsible for assessing Ability to Pay receive additional training on understanding
consumer financial vulnerability and mitigating the risks of financially overburdening consumers.

The company ensures the sales force practice responsible selling and are managed - with incentives, monitoring, and sanctions
where appropriate - to deter mis-selling or over-selling to consumers.

The company ensures (via phone call, in-person, or via an automated system able to validate with the consumer) that the consumer
understands the key terms and conditions of the payment plan.

If an additional service or product is bought (during or after the original contract term), with the original energy product serving
as collateral (including the possibility of product disablement and/or repossession), this is only done with the informed consent
of the consumer.

GOOD CUSTOMER SERVICE

The company offers a minimum warranty length of 1 year for products under 10W, and a minimum of 2 years for products of 10-350W. If the
scheduled payment period is longer than this, the warranty period offered is not less than the scheduled payment period. The warranty on
appliances is for a minimum of 1 year.

The company ensures availability of technical support and endeavours to repair damaged or defective products as fast as possible.

The company has a customer support service (e.g. call centre, app, chatbot, or other appropriate system) to address queries, complaints,
returns and other customer issues.

The company endeavours to design and manage its operations in a way that would enable the consumer to have continued service in the
event of the failure of the provider. This may entail take-over or transfer of operations to a third-party, unlocking the product, or other means.

The company captures consumer feedback on its products and services and payment plan through satisfaction surveys and/or interactions
with consumers (before, during and after sales, including through consumer support services). The provider uses this feedback to improve its
products, services, and payment plan.

The consumer is made aware of the disposal requirements of the product at end-of-life, with particular attention to the battery. As

appropriate, the company implements a collection scheme or informs consumers about other collection options (e.g. from other agencies).




INDICATORS

GOOD PRODUCT QUALITY
All products are certified according to the relevant product quality standard.
If the product is not plug-and-play, the system is installed by a trained technician.

Solar Home System kits (10 - 350 W) and component-based systems are sold with a user manual that includes instructions on
installation, use, troubleshooting, and health and safety. Technical specifications of the system and components (and replacement
methods) are clear.

The user interface and payment process are appropriate for consumers (i.e. if relying on mobile network or mobile money agent this
is readily accessible, and payment procedures are not unduly complicated).

E PERSONAL DATA PRIVACY
E1 The company complies with all relevant laws and regulation governing data privacy in its country of operations.
E2 The company only collects, uses, shares, and stores personal data (including KYC, energy usage and payment information) for which there is a

legitimate interest.

E3 The company obtains meaningful consent from consumers for the sale of personal information (and for purposes other than legitimate
interests) to third parties such as advertisers.

E4 Personal data (in both paper and electronic copies) is adequately protected/encrypted to minimise risk of data theft or misuse in all storage
and transmission.
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INDICATORS

F1

F2

F3

F4

F5

F6

FAIR & RESPECTFUL TREATMENT

The company ensures that staff and Sales Agents are informed of prohibited behaviours and penalised appropriately should they
engage in such prohibited behaviours.

Appropriate safeguards are in place to prevent, detect, and remediate fraud committed by staff and sales force (including agents),
against consumers.

If a consumer falls behind on payments as a result of a financial (or other) shock, the provider has a mechanism in place to find a
solution that is clear and fair for both the company and the consumer, while respecting the contractual obligations.

The company has multiple steps for managing consumers in breach of contract payment term cases, such as phone calls and house
visits. In cases where repossession of the asset is pursued, this is done only when no other reasonable resolution is possible and
conducted in a way that is fair and respectful.

The company respects consumers’ privacy. Whenever possible, any discussion relating to delayed payments, sanctions, or other
sensitive situations are conducted in private (including by phone).

In cases of claimed product complaint or claimed defect, there is a presumption of honest intentions on the part of the consumer.
The company investigates the claim before making conclusions regarding misuse, fraud, or deceit.



Annex 2: Top and bottom performing areas
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Figure 3. Indication of the best and worst performing areas of CP, on
average across the OGS sector.
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